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DISCLAIMER

THE INFORMATION REGARDING PRODUCTS, COMPANIES, BRANDS MENTIONED IN THE LECTURES IS FOR

EDUCTIONAL PURPOSES ONLY. THE FACULTY DO NOT ENDORSE OR PROMOTE ANY

PRODUCTS/COMPANIES/BRANDS DISCUSSED HEREIN IN ANY MANNER. VIEWS EXPRESSED HEREIN

ABOUT THE PRODUCTS/COMPANIES/BRANDS ARE THE PERCEPTION OF INSTRUCTOR AND ARE IN NO

WAY INTENTED TO PROMOTE OR DAMAGE THE REPUTION OF MENTIONED PRODUCTS/COMPANIES/

BRANDS OR TO HURT ANYONES FEELINGS AND EMOTIONS . NO COMPENSATION WAS RECEIVED FROM

ANY OF ITS PRODUCERS/ MANUFACTURERS/ COMPANIES FOR THE PRODUCTION OF THIS VIDEO.
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Integrated Marketing Communication  as a Strategic Tool
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▪ There are two elements when we talk about strategy.

✓ One is the role of IMC as a strategic tool in the life of a 
product and an organization or a service or whichever 
purpose it solves.

✓ The second element is related to IMC strategy itself.

▪ Let's try and understand the perspective of strategy from both 
ends.
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A Strategic Tool

• Let's have a look at how IMC as a strategic
tool has to play a role

• When we say IMC as a strategic tool, we
acknowledge that it works for driving the
product for a long term
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Role of IMC as a strategic tool

▪ Clearly it is related to the conceived lifecycle of the product or the vision of an 
organization i.e., where it wants to go.

▪ Let's take different scenarios

▪ Products-Scorpio, Scotch Brite, Fevicol, Barbie, iPod, Calpol, Anacin, Zandu Balm

▪ Service---Flipkart, Amazon, Airtel, Vodafone, Idea, SBI

▪ An organization---TATAs

▪ An organization and a product and a service---Facebook for example, Google, 
Unacademy, ByJu's, Dainik Jagran

▪ Multiple Products---Hyundai, Maruti Suzuki, Patanjali, Dainik Jagran

6



BIBLIOGRAPHY 

• Semenik, R. J., Allen, C., O'Guinn, T. C., & Kaufmann, H. R. (2012). 
Advertising and promotions: An integrated brand approach. China: 
Couth-Western Cengage Learning.

• Belch, G.E., & Belch, M.A. (2017). Advertising and Promotion: An 
Integrated Marketing Communications Perspective (11th Ed.). McGraw 
Hill Higher Education.

• Kotler, P., & Keller, K. L. (2017). Marketing management. (15th Ed.). 
Pearson India

• Ries, A., & Trout, J. (2001). Positioning: The battle for your mind. New 
York: McGraw-Hill.

7


